This study seeks to develop and test a framework for understanding the direct and indirect effect of web-benefits derived from bank on cross-buying of financial services. The purpose of this paper further includes exploring the mediating role of switching costs on the inter-relationships between web-benefits, relationship quality, and cross-buying intentions. The theoretical framework is developed on the logic of prior research that technology affects the customer-firm relationships and relationships influence the purchasing intentions of customers. Research data were collected from banking customers in Rajasthan state. Using bank intercept technique, 347 questionnaires were collected. Structural equation modelling was applied to examine the relationships among the constructs. Findings suggest that web-benefits provided by the bank have only indirect effect on the cross-buying intentions through switching costs. Results also revealed that the higher the perceived switching costs and relationship quality, the higher the cross-buying intentions.
Introduction
The Indian banking sector has witnessed exponential growth in last decade. Total credit extended reached USD1089 billion by FY15 from 428 billion in FY08. Total Indian banking sector assets has went up to USD1.8 trillion in FY14 from USD1.3 trillion in FY10, with over 70% accounted by the public sector (IBEF, 2015) . It stands out for a number of reasons -the transformation in product offerings, use of multiple technology-enabled channels, strong customer orientation, improved service quality, and governance structure. As Indian banks are all keen to become retail financial service provider, banking business is getting redefined. Technology is unsettling the earlier business processes and customer behaviour is undergoing change.
The root of the success in any business is its relationship with their customer. The bankers' focus has also been shifted from transactional banking to relationship banking. Relationship Managers at bank are more concentrated to strengthen and broaden the relationship with their existing customers than acquiring new customers. It is five times costly to acquire a new customer than to retain an existing customer (Ahmed, 2005; Keaveney, 1995; Reichheld and Sasser, 1990) . For customer retention, cross-selling is the biggest opportunity in front of Indian banks for strengthening and broadening the relationship with their existing customers. Cross-selling refers to selling additional products to existing customer for increasing customer's confidence on the company and diminishes any intention to switch to other providers (Ansell et al., 2007) . It can be selling an existing saving account customer a credit card or selling a car loan customer an insurance product. The reverse is known as cross-buying (CB). In India, the cross-buy ratio i.e., the average number of products used per customer with their main bank was 2.2, i.e., much lesser than the global average of 4.0 (Shah et al., 2010) . To leverage this opportunity and to increase the cross-buy ratio, it is necessary to understand the determinants of CB.
Many researchers have tried to explore the different-different determinants of CB, such as, image was studied by Ngobo (2004) , Soureli et al. (2008) ; effect of marketing instruments were studied by Verhoef et al. (2001) , Verhoef and Donkers (2005) , Liu and Wu (2007) ; corporate reputation was studied by Liu and Wu (2007) , Jeng (2008) . But there is a lacuna related to the factors that encourage or discourage customers to buy integrated financial services from a single provider and to overcome these shortcomings more empirical investigations in this domain are called for (Mäenpää, 2012) . With the help of this research, we aim to examine the role of relationship quality (RQ), switching costs (SCs) and web-benefits (WBs) in determining the CB intentions of banking customers.
The service industry is facing many challenges due to technology innovation. In particular, the Indian banking sector is experiencing a shift from the traditional branch channel to more technology-centric channels. Technology has played an important role in changing the way banks do business or the way customer banks. Undoubtedly, technology has also its effect on customer-firm relationship (Wang and Hsu, 2012) . From the customer's perspective, whether or not the customer is willing to maintain a relationship with the service provider is subject to the benefits which are generated from the dyadic interaction (Hennig-Thurau et al., 2002) . Such direction of research in this area motivated the authors to solve the puzzle created in their mind whether the benefits of technology-centric channels of banking affect the CB intentions of customers through the SCs.
Thus, objective of the present work is to shed light on these issues by investigating the direct or indirect effect of WBs on CB intentions and the mediating role of SCs in CB.
All in all, we can summarise three major contributions of the article to bank marketing research which are:
• investigation of the underlying pathways through which WBs influence the CB intentions of banking customers • examining the indirect effect of RQ on CB intentions through SCs
• helping bank marketers by exploring the role of technology and SCs in CB.
Section 2 discusses the theoretical background and the hypotheses in detail. Section 3 focuses on methodology and Sections 4 and 5 provide discussion about findings and implications. Section 6 provides the conclusion, limitations and further avenues of study in brief.
Literature review

Independent variables: WBs and RQ
WBs include all those benefits which are provided to customers through internet banking. Internet banking provides not only transactional benefits but also non-transactional benefits, such as, convenience, mobility, easy access, time and cost saving. We have incorporated four WBs in our study. The first WB is information quality benefit of internet banking as quality is the key concern for the customers. The information provided through websites should be relevant, accurate and up-to-date (Freiden et al., 1998) . Another major WB is the flexibility and easy access to the information regarding banking services (Hamlet, 2000) . It should be easy to locate the information on the website (Daugherty et al., 1995) . The third major benefit is information sharing benefit. Even in a technological encounter a friendship can be nurtured with the customers (Gefen et al., 2003) . Many websites add a 'social touch' to the website by personalising websites communication (Gefen and Straub, 2004) .
The last but not the least benefit under study is transactional benefit. Although the transactional benefits of internet banking are immense, such as, time and cost saving, more self-control over the service (Polatoglu and Ekin, 2001 ), more responsiveness (Klein and Quelch, 1997) , more quick and customised products or services (Greaves et al., 1999) , but on the flip side transacting through technological channel involves a certain degree of risk and uncertainty. This is because the behaviour of service provider is less guaranteed in technological encounter in comparison to personal contact (Hwang and Kim, 2007) . Yet the transactional benefits of internet banking cannot be neglected. There are only few studies related to the impact of technology on customer relationships. Wang and Hsu (2012) studied the impact of technology on relationship benefits and found no significant effect of technology on confidence benefit. Siriluck and Speece (2005) demonstrated that WBs, specifically, information quality, information accessibility and transaction benefits create stronger relationships among corporate customers in the context of Thai internet banking.
RQ has been defined as a bundle of intangible values resulting in an expected long-term relationship between related parties (Fruchter and Sigué, 2005; Levitt, 1981; Zineldin and Jonsson, 2000) . It is the degree of appropriateness of a relationship to fulfil the needs of the customer associated with the relationship (Hennig-Thurau and Klee, 1997) . RQ reflects the overall depth and climate of the relationships (Johnson, 1999) . RQ refers to a customer's perceptions of how well the relationship fulfils the expectations, predictions, goals, and desires the customer has concerning the overall relationship (Järvelin and Lehtinen, 1996) . As such, it forms the overall impression that a customer has concerning the whole relationship including different transactions (Wong and Sohal, 2006) .
The RQ construct is too broad to have a specific definition (Shi et al., 2007) . Researchers believed that it is a high order construct and can be measured through various positive relationship outcomes (Crosby et al., 1990; Smith, 1998; Wong et al., 2007; Wray et al., 1994) . Many researchers have defined it on the basis of its dimensions. Crosby et al. (1990) was pioneer to provide trust and satisfaction as two dimensions of RQ. Further many scholars added new dimensions to this construct, for instance, De Wulf et al. (2001) and Dorsch et al. (1998) added commitment, Hennig-Thurau and Klee (1997) and Hennig-Thurau (2000) added service or product quality. But trust and satisfaction are the most commonly used dimensions of RQ construct. Therefore, it indicates the researchers' agreement. This study intends to adopt trust and satisfaction as two measures of RQ which are provided by Crosby et al. (1990) and the most frequently used dimensions of RQ in the context of financial services (for instance, Carlson and Tung, 2011; Lin, 2012; Rajaobelina and Bergeron, 2009; Wong et al., 2007; Wray et al., 1994) .
Few authors have examined the direct and indirect effects of RQ on CB such as Carlson and Tung (2011) studied the relationships between customer loyalty, RQ and CB behaviour. Their study revealed that customer loyalty has a strong influence on CB intentions whereas RQ has a marginal effect. Liu and Wu (2008) investigated the moderating effect of product category similarity and complexity on the relationship between RQ and CB. Their study also suggested that the number of products purchased from other service providers has a negative effect on CB. Hoffmann and Birnbrich (2012) examined the impact of customer familiarity with and knowledge of bank's fraud prevention measures on customer loyalty, which was measured by continuance intention and CB, through RQ. The results showed the positive indirect effect of customer familiarity on CB, mediated by RQ. The results further showed that these effects were found stronger among the customers who have been affected by third-party banking fraud before.
Mediating variable: SCs
SCs are greater for service industry than manufacturing (Ruyter et al., 1998; Gremler and Brown, 1996) , mainly in banking industry (Kim et al., 2003) . SCs have been defined as the costs involved in changing from one service provider to another (Morgan and Hunt, 1994) . It includes time, monetary and psychological costs involved in confronting the uncertainty of dealing with new service provider (Dick and Basu, 1994; Sengupta et al., 1997) . It also includes learning costs, brand-loyalty costs together with loyalty programs (Farrell and Klemperer, 2001 ). Burnham et al. (2003) argued that SCs "need not be incurred immediately upon switching". This study incorporates both economic and psychological aspects for measuring the perceived SCs.
Dependent variable: CB intentions
Since last decade, CB of financial services has attracted the focus of marketing researchers. Researchers have defined CB as relationship breadth which refers to the number of services from the same provider that the customer acquires/uses (Soureli et al., 2008) . The 'CB' is defined as purchasing different types of products from the same provider not concerning the period between the first transaction and the second purchase (Verhoef et al., 2001; Reinartz et al., 2008) . According to Verhoef and Donkers (2005) , CB focuses on the extension of the relationship with the customers.
Review of the relevant literature reveals that the principal focus of CB research in financial services has been exploring the drivers of CB. For instance, Ngobo (2004) examined the effects of customers' evaluations of service experience; repurchase intentions and their perception of SCs on CB intentions in two service industries. He also studied the effects of customers' experience with their current service provider on their CB intentions for competitors' products or services. His study concluded that previous experience or the state of current relationship with the service provider is not the good indicator of CB intentions. Customers consider some other factors, such as, SCs, perceived convenience and image conflicts too when they intend to cross-buy. Fan et al. (2011) also identified image, service convenience, interpersonal relationship, trust, payment equity and experience as top six factors (from the most important to least) of CB insurance in banks using technique for order preference by similarity to ideal solution (TOPSIS) and conjoint analysis (CA). Liu and Wu (2007) found the contrasting result regarding convenience. They studied locational convenience, one-stop shopping convenience, firm reputation, firm expertise, and direct mailings as influencing factors of customer retention and CB and found the direct effect of all these constructs except locational convenience. Soureli et al. (2008) studied perceived value, satisfaction, image, trust as factors affecting CB intentions. Their study revealed that CB intentions of banking customers are directly influenced by trust and image of bank, whereas they found no direct relationship between perceived value, satisfaction and CB intentions. Similar type of results was found by Lin (2012) who studied the effect of relational selling behaviour and RQ (measured through satisfaction and trust) on CB and proved that CB is positively influenced by only trust.
Apart from the direct effects, many researchers have also examined the indirect effects of satisfaction on CB. For instance, Aurier and N'Goala (2010) investigated the effect of overall satisfaction, trust and relationship commitment on relationship development (service usage and CB) among banking customers conducting longitudinal study. They found that only trust has direct significant impact on CB, where overall satisfaction has an indirect significant impact through trust on CB. Likewise, Dimitriadis (2010) studied the effects of perceived relational benefits (competence, benevolence, special treatment, social and convenience) on satisfaction and three behavioural outcomes; word-of-mouth, continuance intention and CB. His study proved empirically that only convenience and competence indirectly influence all three outcomes including CB through satisfaction.
Many authors have attempted to study CB from relationship management perspective. Padmavathy et al. (2012) identified the dimensions of customer relationship management effectiveness (i.e., organisational commitment, customer experience, process-driven approach, reliability and technology orientation) and its' relationship with behavioural outcomes, such as, satisfaction, loyalty and CB. They found not all the dimensions affect customer satisfaction and loyalty, whereas CB was found to be positively influenced by both, satisfaction and loyalty among Indian retail banking customers. Reinartz and Kumar (2003) , in their study of examining effect of customer relationship characteristics on profitable lifetime duration, found that profitable lifetime duration is positively related to the degree of CB behaviour. Liang and Chen (2009) supported that customer commitment has a positive influence on relationship breadth (or CB) in online context while studying the effects of online relationship marketing on online firm-customer relationships. Verhoef and Donkers (2005) investigated the impact of nature of acquisition channels on CB in the early stages of the customer relationships. Results showed that customers acquired through outbound telephone calls or through a magazine that is sent out by the company are more likely to cross-buy.
Hong and Lee (2012) studied the moderating effect of cross-cultural values (such as collectivism) on determinants of CB intentions (trust, image, perceived value, and satisfaction) in the banking services of Korea and Taiwan. The results confirmed that only trust and satisfaction was significantly influenced by collectivism and the degree of its influence can differ from one country to other according to the determinants of CB intentions, even if the level of collectivism is similar in two countries.
Whereas, most of the CB literature has been focused on individual customers, the study conducted by Mäenpäa (2012) has explored the CB behaviour of business customers. This author has studied qualitatively the drivers of cross-sectoral CB behaviour of SMEs for two financial services: banking and insurance. The results showed that SME customers prefer to use separate and independent provider for their banking and insurance needs.
Hypotheses development
The relationship between WBs, SCs, and CB intentions
Like traditional channels, technological channels also have its effect on SCs. For instance, community effects, personalised offerings as well as uncertainty in product quality introduce substantial SCs for online customers (Viswanathan, 2005) . Though community effects and uncertainty in product quality are more concerned for goods than service, uncertainty related to information quality and loyalty programs may incur SCs for online banking customers.
There is sufficient literature which provides the comparison of propensity to switch between online and offline customers. For instance, Roust (2008) found that online banking and bill pay customers are less likely to switch banks than offline customers but he studied transactions as the measure of SCs. Few researchers have contrasting views to this. They argue that SCs tend to reduce in case of technology as it has made much easier to search and obtain the information. Based on these arguments, we want to examine whether WBs provided by the main bank would also raise the perceived SCs for that bank.
H1 The higher the WBs, i.e.; a information quality b information accessibility c information sharing d transactional benefits, the higher the SCs would be perceived by banking customers.
There is a very little study focusing on the impact of technology on CB. Additionally, there is also a lacuna of research on internet as a service channel in Asian context (Siriluck and Speece, 2005) . Therefore, the arguments for this hypothesis also originate from the literature on the effect of internet on buying intentions as well as buying behaviour. According to Kim and Stoel (2005) , if a website is seen as well organised and easy to navigate, a customer will go for buying. Cappel and Huang (2007) and Ko et al. (2005) found that the positive feelings and attitudes towards a website increase buying intention. Mitchell (1999) also argued that an easy to use website stimulate the buying intentions of customers when the perceived risk by user is low. Website usability and website characteristics also reinforce buying intention (Belanger et al., 2002; Lim and Dubinsky, 2005) . In a survey conducted by EFMA and five more companies in 2008 found the positive effect of internet on the buying behaviour of web-users. Further, the study conducted by Hitt and Frei (2002) proved that the customers who have adopted internet banking are more inclined to CB as compare to the regular customers. Based on these arguments, this study assumes that:
H2 The higher the WBs, i.e.; a information quality b information accessibility c information sharing d transactional benefits, the higher the CB intentions of banking customers would be.
SCs increase the bargaining power of suppliers, barriers to entry and decrease the threat of substitutes and the bargaining power of buyers. Moreover, it creates entry barriers for new customers and exit barriers for existing customers (Roust, 2008) . The higher the SCs, the more likely customers are to stay with the bank (Patterson, 2004) . Li et al. (2005) stated that SCs influence the retention and provide firms the opportunity to cross-sell. He argued that some customers feel 'trapped' in a relationship due to high SCs and therefore take on more products feeling convenient in doing so. Thus, we replicate these studies as follows:
H3 The perceived SCs are positively associated with CB intentions.
The relationship between RQ, SCs, and CB intentions
As we have adopted trust and satisfaction as two measures of RQ, we would like to presents arguments from each dimensional perspective. From this perspective, in the banking sector, trust plays a crucial role and therefore, costs associated with risk and uncertainty may have a great influence on customer behaviour (Grønhaug and Gilly, 1991; Singh and Sirdeshumukh, 2000) . On other side, customers who are dissatisfied and lack trust in the bank are more likely to defect (Athanassopoulos et al., 2001; Fornell, 1992; Taylor and Baker, 1994) . Therefore, it is reasonable to expect that RQ can be positively related to SCs.
H4 Relationship quality, i.e.; a trust b satisfaction is positively related to perceived SCs.
Rajaobelina and Bergeron (2009) and Wong et al. (2007) found the significant effect of RQ on purchase intentions measured as anticipation of future interactions. In the context of banking industry, Lin (2012) found that only trust has a positive effect on CB, whereas satisfaction do not have any effect on the CB behaviour of Taiwanese. Hence, we assume that: 
Measures
All measures used in this study were estimated on five-point Likert scale of agreement (1 = strongly disagree and 5 = strongly agree).
Web-benefits
Following the work of Siriluck and Speece (2005) , four dimensions were used to measure WBs. These were transactional benefit, information sharing, information quality and information accessibility. Transactional benefit was comprised of five items, information sharing and information quality were measured using three items each and information accessibility was measured using two Likert scale items.
Relationship quality
RQ is a high order construct comprising of two constructs of trust and satisfaction. Questions about the measurement of satisfaction are adapted from study conducted by Verhoef et al. (2001) . For the measurement of trust, we adapted items from Doney and Cannon (1997) and Morgan and Hunt (1994) .
Switching costs
SCs were measured using three items adapted from Ping (1993) which has three dimensions: time, money and effort. Hence, it was preferred based on its representativeness of the overall perceptions of switching service providers.
CB intentions
Four items adopted from Tam and Wong (2001) , Foster and Cadogan (2000) and Polonsky et al. (2000) were used to measure CB intentions.
Data collection and sample
The bank intercept technique was used for data collection purpose in the Rajasthan state of India. The respondents for this study are those banking customers who have made transactions from their main bank's website at least three times during previous year. Data was collected at six branches of public and private sector banks each using structured questionnaire. The questionnaires were administered during peak hours, over a five day period, from Monday to Friday, for four weeks. Approximately 450 questionnaires were distributed to a non-probability convenience sample which is a common sampling method adopted in consumer behaviour research in the banking context (e.g., Chau and Ngai, 2010; Soureli et al., 2008) . Total 347 usable responses were collected. The effective response rate for this study is 77%. These respondents include both public and private sector banks customers. Table 1 shows the profile of respondents. 
Measurement model
Second order confirmatory factor analysis (CFA) was used to test the adequacy of the measurement model using AMOS 19. The results indicated a good fit between the model and the observed data. The overall fit indices of the measurement model were χ 2 = 521.626 (d.f. 393), p = 0.000, GFI = 0.91, AGFI = 0.894, CFI = 0.981, RMSEA = 0.031. Although the chi-square is not significant in model, it is known to be sensitive to sample size and trivial discrepancies (Doney and Cannon, 1997; Fornell and Larcker, 1981) and thus, is a poor indicator of model fit (Singh, 2000) . In contrast, other fit indices such as CFI, GFI and RMSEA are more suitable for assessing model fit (Bagozzi and Yi, 1988) .
The comparative fit index (CFI) for the sample was 0.981, which constitute another good indication that the measurement model represents an adequate fit to its respective data (higher than 0.950) (Kline, 2005) . Both GFI and AGFI were marginal to the recommended 0.9 threshold level (Bollen, 1989) . In addition, RMSEA was lower than 0.05 (Hu and Bentler, 1999) . Table 3 reports the composite reliability (CR) and average variance extracted (AVE) for all the constructs of the model.
Validity and reliability of measures
Before testing the hypothesised relationships in proposed model, the scales used to operationalise the constructs were examined through the estimation of the measurement model (Anderson and Gerbing, 1988) . Second order CFA, using maximum likelihood estimation was used to assess the unidimensionality and validity of the constructs. We treated WBs and RQ both as second-order construct. Results indicate that all the items have CR ranging from 0.745 to 0.879, which also exceeds the 0.6 threshold necessary for measurement reliability (Bagozzi and Yi, 1988; Fornell and Larcker, 1981) . Table 2 Factor loadings from CFA for all the variables Table 2 Factor loadings from CFA for all the variables (continued)
Factors and variables Factor loadings
Relationship quality
Trust
The bank has high integrity ( Convergent validity can be analysed by examining the factor loadings and squared multiple correlations from the CFA. Factor loadings greater than 0.5 are considered to be very significant (Hair et al., 1998) . All of the items in the research model had significant factor loadings greater than 0.5 (Tables 2 and 3) . Also, squared multiple correlations between the individual items and their prior factors were high (above 0.5 in all cases).
Thus, all factors in the measurement model had adequate reliability and convergent validity. After confirming the convergent validity, discriminant validity was assessed following the suggestions of Fornell and Larcker (1981) . In Table 4 , the diagonal values in the correlation matrix were replaced by the square roots of the AVE. The values indicate that discriminant validity was achieved for all constructs in the measurement model. 
Structural model
The hypothesised relationships in the model were tested simultaneously using structural equation modelling. Further as predicted, RQ has significant positive effect on both SCs (b = 0.42, p < 0.001) and CB intentions (b = 0.33, p < 0.001). Therefore, H4 and H5 receive support from empirical evidence. To analyse the mediating role of SCs on RQ and CB intentions link, we further proceeded with mediation analysis and found that the indirect effect (b = 0.101 = 0.48 * 0.21) was lower than the direct effect (b = 0.36, p < 0.01) even the mediator variable devouring significant path. In this case, we excluded the mediator variable first to gain the result of direct effect. Subsequently, we included the mediator variable in a model to gain the outcome as recommended by Afthanorhan et al. (2014) . This resulted in a drop in the direct effect from 0.47 to 0.36 which supports the notion that SCs partially mediates the effect of RQ on CB intentions.
Discussion and implications
This study investigates the underlying pathways through which WBs and bank-customer relations affect CB intentions regarding the purchase of financial services provided by banks. We considered both WBs (i.e., information quality, information accessibility, information sharing and transactional benefits) and RQ (i.e., trust and satisfaction) as second-order constructs. Information accessibility and information sharing were proved as the good measures of WBs as they explained 51% and 48% variance, respectively. However, information quality and transactional benefits explained 30% and 42% variance in WBs, respectively. Both of the two adopted measures of RQ (viz. trust and satisfaction) were proved as good dimensions as the explained variance were 31% and 62%, respectively. The results derived through this research have several theoretical and managerial implications.
Theoretical Implications
The main contribution of the present study is to the relationship marketing theory, which emphasises on customer retention and satisfaction, rather than a dominant focus on sales transactions. For customer retention, cross-selling is the biggest opportunity in front of Indian banks for strengthening and broadening the relationship with the existing customers. The findings of this study revealed that the perceived quality of relationship marketing increases the quality of bank-customer relationships as well as their CB intentions. This research implies that an effectiveness of a single channel (i.e., internet banking in this case) can stimulate the CB through different ways. In this study, the benefits of internet banking increase the RQ and SCs for customers, which in turn, increase the CB intentions of bank customers. Theoretically, the various technological channels for delivering products and services may promote cross-selling.
Practical implications
For practice, this study implies that customer relationships play an important role when it comes to CB. Bank customers consider the quality of relationship which is based on their trust on bank and satisfaction when they go for CB financial products. Therefore, it is wise for bank managers to enhance the quality of their customer relationships by adopting an excellent customer relationships management strategy. Even if all the Indian banks have implemented the CRM strategy as a vital ingredient of their business strategy, there should be systematic evaluation of its effectiveness. Most of customers want to be the 'relationship customer' of the firm today. They want long-term, personalised and closer relationship with their service provider. Today, banks need to be more customer-centric. Additionally, this study also implies that the bank managers should pay attention to customers who are at a specific point of relationship with the bank for cross-selling of other banking products.
Though we do not found any direct link between WBs and CB intentions, the results confirmed the indirect effect of WBs on CB through SCs which ensures the importance of WBs in CB. Therefore, the second major implication of this study is that the WBs should be utilised as tool to promote the cross-selling. For this, the IT people at bank should try to provide the maximum benefit and minimum risk and insecurity to internet banking users. Insecurity among the Indian banking customers has been identified as the main barrier in internet banking (Raitani and Vyas, 2013) . This is due to the increasing cyber-crimes like phishing, spam or identity theft. According to the findings of internet Security Threat Report by a private computer security firm, nearly 11 lakh identities were stolen in India due to data breach in 2011 (Shastri, 2012) . Therefore, bank managers should try to reduce the insecurity among customers and perceived complexity of process to attract the other segments and quickly resolve the grievances related to internet banking. Another implication is that the bank's website should provide updated information about financial products, services, events and news. Any notices and news related to financial awareness may reduce insecurity among customer and lure them to buy more. Bank managers should ensure to provide greater value to customers and take all measures to increase SCs for them.
Limitations and future research
Although the objectives of this research were met, we have identified two limitations in the course of the study. First, the sample features (i.e., convenience sample) demand cautions before generalising the results on entire the population. Second, this research is limited to CB intentions; therefore it is based on attitudinal data, not behavioural data. Future study could be done to observe the impact of these factors on actual CB behaviour. Finally, due to the cross-sectional nature of the study, we can only conclude influences between relationships and not causal direction. Confirmation of causal direction would require a longitudinal study.
Further research is encouraged to determine if other relational variables (e.g., relationship duration, relationship depth and relationship maintenance) can enrich the field of relationship marketing. Although results of this study are promising, additional study is required to examine its relevance beyond financial services.
